






















































































































































































































































Sales Strategy of Japanese Food Companies in Hong Kong :
Based on the Results of a Survey Conducted Mainly
at Buyers at the Hong Kong Food Expo
OSHIMA Kazutsugu
In this paper, the buyers mainly held at the Hong Kong Food Expo（HKTDC Food Expo,
East Asia’s largest food exhibition and sale）held in the middle of August each year at the ex-
hibition venue in the summer of 2019 Based on the results of a questionnaire survey（partially
including exhibitors and consumers）, the purpose of this study is to examine the sales strategy
of Japanese agricultural products and foods in the Hong Kong market of the Japanese food in-
dustry.
First of all, in this paper, the setting of issues was described in the introduction. Next, a sur-
vey was conducted to outline the Hong Kong Food Expo in 2019.
The following is an overview of the questionnaire conducted mainly at buyers（partly includ-
ing exhibitors and consumers）at the 2019 Food Expo Nagano Prefecture Corporate Booth.
Finally, among the overseas markets, we summarized the sales strategies in the Hong Kong
market, which accounts for about a quarter of the value of agricultural products and food exports
from Japan, as well as the sales strategies revealed from the questionnaire results and the need
to disseminate information.
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